While the motivations of visitors to mainstream professional sporting events have been well documented, comparatively little is known about equestrian tourists. The purpose of this study was to assess the fan motivations, sport identification and expenditures of tourists attending an annual steeplechase. The event chosen for this study was the 31st Annual Colonial Cup Races, held in South Carolina, USA. Wann and Branscombe's (1990) team identification and Wann's (1995) sport fan motivation scales were adapted for use in this study. Responses from 222 equestrian tourists were used to answer four research questions. Regardless of respondent sex, equestrian tourists were most likely to be motivated by entertainment and group affiliation needs and least likely to be motivated by escape and self-esteem needs. However, comparisons based on identification level (low, medium, high) resulted in significant differences in four of the seven motivations and on-site expenditures. Further, there was a significant positive relationship between identification level and six of the seven motives tested as well as on-site expenditures. Sport identification may prove to offer useful insight into motivations and expenditures within an equestrian context. Marketing efforts for equestrian events can be adapted to promote identification and reflect the motivations that are descriptive of this tourism niche.
Introduction
Studies of fan motivation, identification and consumer behavior have been primarily devoted to mainstream professional sports such as American football, European football (soccer), baseball, basketball and hockey (e.g. Depken II, 2001; Eastman & Land, 1997; Giulianotti, 1994; Gladden & Funk, 2002; Waddington, Dunning & Murphy, 1996; Wakefield & Sloan, 1995; Young, 2002) . Considerably less research attention has been given to individual sports such as tennis, golf, running and equestrian competitions, and, in these cases, the general emphasis is on participant profiling, sport participation motivation and loyalty, rather than spectator characteristics (e.g. Daniels & Lawton, 2003; Ogles & Masters, 2003; Petrick & Backman, 2001 ).
In the case of equestrian events and tourism in particular, research has concentrated on the history and structure of racing and ownership (e.g. Beeton, 2002; Tolson & Vamplew, 2003) or betting (e.g. Stein & Mizzi, 2003) . One notable exception is Brown (2003) who found that travelers to Lexington, Kentucky (USA) visiting the city to experience horse-related attractions spent more and stayed longer than travelers visiting to experience other attractions, even though the two groups were not different in terms of key demographic variables such as sex, education level, marital status or income.
"As fans can be differentially motivated based on both the specific sport under consideration as well as the sport type" (Bernthal & Graham, 2003: 225) , understanding the motivations of sport spectators attending events of all sizes and types is becoming progressively important. For example, in struggling urban and rural communities, strategic event production is being increasingly implemented as a means to encourage tourism (Hingham & Ritchie, 2001) .
Since the early 1990s, there has been a growing interest in identifying the specific factors that drive individuals to attend sporting events. Wann's (1995) 23-item Sport Fan Motivation Scale (SFMS) has been found to be a reliable and valid measure of intrinsic and extrinsic sport spectator motivations (Wann, Schrader & Wilson, 1999) . This scale includes eight common reasons why individuals are drawn to watch sports: (1) escape; (2) eustress, as positive stimulation; (3) aesthetics, which is appreciation for the beauty of the sport; (4) self-esteem; (5) group affiliation; (6) family; (7) entertainment; and (8) economic (i.e. betting/gambling). While this scale has been criticized because the items are global rather than sport-specific (Bernthal & Graham, 2003) , the instrument has been previously modified to include cultural items (Armstrong, 2002) , which suggests that adaptation to a particular sport would also be feasible.
While fan motivation may be linked to sport identification, studies have generally neglected to look at the influence of identification on motivation (Wann, Royalty & Rochelle, 2002) . Sport identification may influence types and levels of motivation. Further, highly identified spectators tend to make more positive attributions about a team's current and future performance than those with low identification (Wann & Branscombe, 1993) .
Spectator motivations may also vary based on the sex of the sport fan. In studying global sport fan motivations of university students and Softball players, Wann (1995) found that women scored higher on family motivations while men scored higher on eustress, self-esteem, escape, entertainment and aesthetics.
Finally, Thrane (2002) found a link between interest in jazz music and expenditures during a jazz festival, where those visitors exhibiting a greater interest in jazz spent more money at the event. This same logic may prove true in considering sport identification and expenditure patterns. From an economic impact perspective, knowledge of tourist event identification and the possible link between identification and expenditures can be of considerable utility, as resident expenditures do not count as new spending within the defined region (e.g. Daniels, Norman & Henry, 2004) .
The purpose of this study was to assess equestrian tourists' spectator motivations, sport identification and event expenditures. In order to address the study purpose, four research questions were raised:
Research Question 1: Can sport identification and fan motivation be reliably measured within the context of an equestrian event? Research Question 2: Do equestrian tourists' fan motivations and on-site expenditures differ based on level of sport identification? Research Question 3: Do equestrian tourists' fan motivations and on-site expenditures differ based on sex? Research Question 4: Is there a relationship between sport identification, fan motivations and on-site expenditures at an equestrian event?
Methods

Equestrian Event
The Colonial Cup Races (CCR) are held annually in Camden, South Carolina, USA at the Springdale Race Course. The United States' steeplechase season runs from March until November, and the CCR is the traditional season finale. The 2001 CCR had an estimated 8,800 spectators over the course of the two-day event.
Beyond the races, which took place the second day, the event included a variety of attractions and demonstrations such as terrier trials, sheep herding, mule jumping and a steeplechase ball. The forty vendors at the event were primarily located in the Paddock Shops, which were situated just northwest of the track, adjacent to the majority of the seating. A few food vendors were also located in the infield where the terrier trials took place. Vendors in the Paddock Shops sold items such as equestrian goods and gear, arts and crafts, clothing, food and beverage. Spectators were permitted to bring their own food and beverage onto the grounds.
Data Instrument, Collection and Analysis
For the purposes of the current study, Wann's (1995) 23-item SFMS scale was modified to reflect attendance at an equestrian event. For example, a sample entertainment item from the original scale is: "I enjoy sports because of their entertainment value." This item was modified to state: "I enjoy equestrian events because of their entertainment value." While the original scale had eight dimensions, one of them (economic) was not considered for this study. At the time of the event, legal gambling was under fierce debate in South Carolina and betting was not permitted at this particular event. Because of the heightened political sensitivity to the topic, it was agreed that the economic items should be removed from the instrument. A sample item for economic, had it been included, would have stated: "Equestrian events are enjoyable only if you can bet on the outcome." The remaining 20 items used to measure equestrian fan motivations are presented in Table 1 .
Sport identification was measured using a modified version of Wann and Branscombe's (1990) team identification questionnaire. The four items used for the equestrian identification scale are presented in Table 2 .
On-site expenditures were measured by asking respondents to indicate the approximate amount that they and those they were financially responsible for spent during their time at the Springdale Race Course on food, beverage and retail. This amount was divided by the number of persons they were paying for to determine per person expenditures. Additional information collected for this study included visitation characteristics and demographic information. Item number 8 removed to increase reliability of the dimension, leaving two items for group affiliation.
The data collection and analyses were coordinated and administered by a research team from a large, southeastern United States university. The survey team systematically selected adult spectators at random times and locations throughout the two-day event and requested mailing addresses for participation in the study. Of the 847 spectators who agreed to participate in the study, 724 provided usable addresses. Using a modified Dillman (2000) technique, the potential respondents were sent a postcard reminding them about the study immediately after the event. Approximately one week later, each respondent was mailed a survey package that contained a cover letter, self-administered questionnaire and postage paid return envelope. All respondents who had not returned the questionnaire within two weeks received a second mailing of the survey package.
Results
The mailings resulted in the return of 384 usable questionnaires and 11 unusable, for an adjusted response rate of 53.9%. Of the 384 respondents, 222 (57.8%) were nonresidents (tourists) who indicated that their primary reason for visiting the area was to attend the CCR. This sample was used for the rest of the analyses. Table 3 summarizes the demographic characteristics of the equestrian tourists. These respondents had attended the CCR an average of 5.1 times and had driven an average of 85.8 miles (one way) to attend the event. Only 20.7% of the tourists had one or more overnight stays associated with the visit; thus, the remaining 79.3% can be classified as excursionists. The average equestrian tourist respondent age was 46.9 years, 61.6% were female and 38.4% were male. The majority (56.2%) indicated an annual household income of US$70,000 or more.
Research Question 1 was posed to determine if sport identification and fan motivation could be reliably measured within the context of an equestrian event. Nunnally (1978) stated that coefficients of 0.70 or higher represent acceptable levels of reliability. Two of the equestrian fan motivation subscales, self-esteem (alpha ¼ 0.68) and group affiliation (alpha ¼ 0.60) did not have acceptable reliability scores in their original forms. Individual item statistics suggested the removal of item #6 from the self-esteem subscale and item #8 from the group affiliation subscale. The removal of the suggested items resulted in acceptable reliability coefficients for all fan How important is it to you that your favorite horse wins?
How important is being a spectator at an equestrian event to you? Note: Response options followed each item.
motivation subscales, as summarized in Table 4 . In terms of the identification scale, the four-items were found to have acceptable reliability (alpha ¼ 0.85).
Research Question 2 was raised to determine if equestrian tourists' fan motivations and on-site expenditures differed based on level of identification. Respondents were classified into groups based on their average score on the identification scale. The responses to the identification items were totaled for each respondent and then divided by four; therefore, only responses from individuals who had answered all identification items (n ¼ 199) were included in the analysis of this research question. The average identification scores were 2.02 (low identification, n ¼ 65), 3.95 (moderate identification, n ¼ 68) and 5.67 (high identification, n ¼ 66). Significant differences between groups were found along four of the seven motivation subscales: entertainment, aesthetics, eustress and self-esteem. Post-hoc analyses found that respondents with high levels of identification were more motivated by these four dimensions than respondents with low levels of identification. Further, individuals with high levels of identification were more motivated by aesthetics, eustress and Item number 8 removed to increase reliability of the dimension, leaving two items. self-esteem than respondents with moderate levels of identification, while respondents with moderate levels of identification were more motivated by entertainment, aesthetics and eustress than respondents with low levels of identification. No differences between the groups were found in terms of group affiliation, family or escape.
The findings pertaining to this research question are summarized in Table 5 . In terms of on-site expenditures, those with high identification levels spent statistically more than those with low levels of identification.
Research Question 3 was addressed by determining if equestrian tourists' fan motivations and on-site expenditures differed based on sex. The means and standard deviations of the seven motivation subscales and expenditure patterns, by sex and with the total sample, are summarized in Table 6 . No significant differences were found between females and males on any of the seven equestrian fan motivation subscales. Regardless the sex, the motivations fell in the same order, with the entertainment motivations subscale having the highest mean score, followed by group affiliation, family, aesthetics, eustress, escape and self-esteem. Further, no significant difference was found when comparing the average on-site expenditure amounts of females and males. Note: No statistical differences were found when comparing females and males along the identification, expenditure and motivation variables.
Research Question 4 was concerned with the relationship between sport identification, fan motivations and on-site expenditures at an equestrian event. The relationships between these variables were examined using Pearson correlations and are presented in Table 7 . Equestrian identification was positively correlated with all variables except group affiliation and family. On-site expenditures were positively correlated with identification, eustress and self-esteem. The fan motivation subscales were all positively correlated with the exception of family and eustress.
Discussion
This study offers three useful extensions to the work of Wann (1995) , Armstrong (2002) and Thrane (2002) . First, the findings of the current study support Armstrong's (2002) efforts to extend the utility and applicability of Warm's (1995) SFMS. In Armstrong's case, an additional dimension (cultural affiliation) was added in order to address motivations pertaining to race. The results of this study illustrated that SFMS items could be reliably modified to reflect a specific sport. This adaptation can have great value, in particular when considering the analysis of sporting events. While much of Wann's work has relied on the use of university students who answer the global SFMS, instrument adaptation can allow for comparisons across sports using spectators who have attended given events.
Second, the current study findings support the utility and necessity of analyzing the relationship between sport identification and fan motivation. As noted by Brown (2003) , "demographics are not usually helpful in differentiating among group markets" (184). However, knowledge of interest in a specific feature of a destination (i.e. horse-attraction) may be very useful when determining market strategies (Brown, 2003) . The findings of both the current study and Armstrong's (2002) study support this point, as neither found extensive sex differences. In Armstrong's case, none of the SFMS dimensions differed based on sex except economics. In this study, there were no sex differences in terms of motivations, identification levels or on-site expenditures. However, segmentation of the sample by level of identification (low, medium, high), yielded differences in four of the seven motivations studied. The three groups did not differ based on group affiliation, family or escape motivations, which suggests that equestrian events are generally perceived as highly social activities. Further, differences in on-site expenditures based on level of identification support Thrane's (2002) similar findings at a jazz festival. Individuals whose identity is tied into a given recreational pursuit make more purchases at events that support their interests than those whose level of identification is low. Third, the pattern of motivations as descriptors of equestrian tourists suggests that for individuals with either low or medium equestrian identification, this sporting event was little more than a social outing. For both of these groups, the highest three motivations were entertainment, group affiliation and family. For respondents in the high identification group, entertainment was still the highest ranked motive, based on average response, but it was followed much more closely by aesthetics and eustress than was the case for the other groups. Both the beauty of equestrian sports and the physiological response derived from the races were much more pronounced motivators for the highly identified group.
Finally, the minimal on-site expenditures and short length of stay are worthy of note. The average overall on-site expenditure of US$72.60 is misleading, in particular once a standard deviation of US$171.92 is noted. The fact that 29.7% of the tourists attending this event spent nothing while on-site and 50.9% spent US$20.00 or less sheds an important light on the expenditure patterns. A few tourists made very high dollar purchases, and these outliers skewed the overall average. The decision to keep these outliers in the data set was made so that a general point could be stressed. Specifically, the spending information, coupled with the fact that only 20.7% of the respondents stayed in the county over night, suggests that the overall economic impact of this event was lower than it could have been. This point supports the argument of Daniels and Norman (2003) , who contended, based on studying the economic impacts of seven sport tourism events, that sport event planners need to build in complementary activities to increase the likelihood of an overnight stay. Further, improved showcasing of concessions and retail vendors can be used to draw crowds to booths at sporting events in nontraditional settings. For the CCR, on-site expenditures were likely hampered by the fact that spectators could bring food and drink on the grounds.
The results of this study offer a starting point for adapting the SFMS to a variety of high profile and low profile sports. Future research can extend these findings by considering fan motivation, sport identification and expenditure patterns in other nontraditional or traditional settings. Additional equestrian studies should be completed to determine if the pattern of motivations were unique to this steeplechase or if they apply to other equestrian events that have a significant tourist fan base. In particular, research that includes the economic dimension should be conducted at sites where betting on horse races is legal. While economic factors do not generally emerge as a significant motivator in sport fan research, they may prove to be much more relevant at events where betting is an accepted practice. Finally, as competition for tourists' dollars continues to increase, marketing efforts for equestrian events can be adapted to promote identification and reflect the motivations that are highly descriptive of this tourism niche.
